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This research aims to study the development of patriotic songs by The Royal Thai Army.as a public:
relations tool to create patriotic consciousness for Thai people and The Royal Thai Army's role in using patriotic songs
as a public relations tool during 1932 - 2007. The qualitative research and historical research methodology using 22
patriotic songs, documentary research techniques and in-depth interviews with The army officers and others who are
relevant. The results showed that: Development of patriotic songs by The Royal Thai Arm'y as a public refations tool to
create patriotic consciousness for Thai people is divided into 5 periods: (1) The Growing nationalist ideology period
(1932-1957). The theme of patriotic songs: to sacrifice life for the nation, cherish the land, respect for Thai ethnicity. (2)
The Communist Resistance period (1958-1982), The theme of patriotic songs: Encouragement of military duty, to
condemn the attack on national disasters, cautioning the Thai People of this period. (3) The Normalization of The Royal
Thai Army period (1983-1992), Theme of patriotic songs: Song of the Army seeks to ‘create pride in the Royal Thai
Army. (4) The Image Restoration of The Royal Thai Army period (1993-1995). Theme of patriotic songs: to
communicate the aim and standpoint of The Royal Thai Army after the May crisis of 1992. (5) The Rehabilitation of
patriotic ideology period (1996-2007). Theme of patriotic songs: To respect the monarchial institution, To show love
and knowledge of national unity, as well as demonstrates the role of military duty for the national sacrifice.

The Royal Thai Army's role in using patriotic songs as a public relations tool can be divided in to 4 types:
(1) The manager and planner — in this role, appearing in The Image Restoration of The Royal Thai Army period but
appeared evident in The Rehabilitation of patriotic ideology period. The main role is to initiate planning and projéct
management pertaining to patriotic songs. (2) The coordinator —in this role, appearing in The Image Restoration of The
Royal Thai Army period and The Rehabilitation of patriotic ideology period, which is coordinated in cooperation with
the composer of the patriotic song and coordination for cooperation of the private and government sectors. (3) The
communicator - in this role, appearing .in every period, each different in terms of media used in public relations. The
media was mainly used: The Royal Thai Army Radio Networks, The Royal Thai Army Television, The Royal Thai Army
Band and in The Rehabilitation of patriotic ideology period appears interet media. (4) The composer — The Royal Thai
Army performs the composer's patriotic songs. In this role, appears in  The Growing nationalist ideology peried, The
Communist resistance period, The Rehabilitation of patriotic ideology period.

It is also found.that, the public relations strategy to use patriotic songs during The Growing Nationalist
ideology period, The Communist resistance period and The Image Restoration of The Royal Thai Army period used
Reactive PR to operate. During The Normalization of The Royal Thai Army period normal operation PR was used.

During The Rehabilitation of patriotic ideology period used Proactive PR to operate.
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